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FEE-BASED INFORMATION SERVICES 1'0 INDUSTRY

Berry G. Richards and Richard Widdicombe
Lehigh University
Stevens Institute
of Technology
Bethlehem, PA USA
Hoboken, NJ USA
We are going to attempt to gi ve you a comparison of two
institutions in the United States, both technologically-oriented
but of different sizes and different localities, who started up
fee-based services within the institution to market services
within the library to industry.
Stevens Institute is a small institution, with a 100,000
vol urne library and a budget in U.S. dollars of about $650,000.
Lehigh University, on the other hand, has almost a million
volumes and a budget of $2.7 million dollars. The facul ty at
Stevens is about 160 people and there are 450 at Lehigh.
Stevens is one mile from Times Square outside New York City.
Lehigh serves an entire area in northeast Pennsylvania and must
be a self-standing institution. Stevens is in the heart of the
metropolitan New York area and, as an institution, shares in
wealth of that area by having immediate access to such vast
libraries as the New York Public Library, New York University,
Columbia University, and the Engineering Societies Library.
Both institutions have several Ph.D. programs. There are 15 at
Stevens and 26 at Lehigh. We started up our fee-based services
at different times.
Stevens began its services around 1970,
when computerized data base services first became available to
the public. Lehigh started somewhat later, and patterned their
service af ter their institution's Industrial Liaison programs.
Stevens Institute of Technology

At Stevens, with the emergence of data base services, we
realized that these were going to cost us new money, money that
had never been in our budget before. We had to make a decision
as to whether to charge fees for the use of these services, or
to offer them,as we had everything else, free.
We made the decision, as did many other libraries
States, that we would not offer computerized data
for free. We would start to charge the faculty
Those of us who started to charge fees realized
whole new operation on our hands, and that we
develop a business.
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base services
and students.
that we had a
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In New Jersey, and in the who1e metropo1itan New York area where
Stevens is located, is the highest concentration of industry in
the United States. Now you may be thinking to yourself, how
cou1d a little place like Stevens Institute with 100,000 volumes
in its library possible compete with the great resources found
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in Manhattan. The fact is that in Manhattan na one decided to
sell s er v i ces , and they still do not. They do not market them
f or a variety of internal, political reasans within their
i ns t it u t i on.
One of the things that the libraries that do
marke t t heir services discovered is that it is very important to
f 0CUS on your attit ude about what you are offering or your
s er v i ces ca n fall apart.
There are several institutions that have much biggel' services
t han ours. Rice Univer sity and Georgia Institute of Technology
are similar types of places. They make a great deal of money,
but we are hopef ul of growing to higher levels.
We pa ssed out brochures illustrating our marketing approach.
The s e were made up far the benefit of the industrial users or
any outside user. The outside users can be anyone. Our alumni
pr o v i de us with potentiel clients because they are working
with i n industry around the country. Besides technical or gan i zations, law firms are also great users of our services.
Wll en we dec ided to market our services, a nd the brochure
il lustrates this, it was not only computerized data base searching t hat the library offered, but rather the full gamut of
library s er v i ce s : the traditional manual search; acquisitions
of materiaIs; indexing; obtaining or creating translations;
pro vi di ng seminars; and doing general reference. All of these
a r e s ol d to us ers.
One of the things that we and our col leagues discovered is
t hat t he c ommerc ial users real.ly did not care how much we
charged . Ta give two examples, one small library based ih New
Vo rk State had a special resource which they had traditionally
give n a way free . \Vlle n online database searching came around,
t hey j ust arbitra rily decided that they should charge $30 per
ac c e s s ho ur. However, they were getting toa many users, so
they r ai sed t he fee to $90 ... and got more users!
One of our clients purchased a translation from us. Again,
Ste v e ns f unctions as a j ob be r in that we went to the John
Crerar Lib r a r y in Chicago to get that translatian. We hought
it for the client,and cha rged the client a ve ry high fee of
$700. Same t i me later , the client lost the translation . They
ca lled us desiring a no t her copy. They were perfectly willing
to pa y $700 again. We were, of course, able to get alowel'
pri ced du pli ca t e. Nevertheless , this illustrates what you will
find in th e i ndustrial ma r k e t. The y are looking for answers.
And, th e y do not care how much it casts.
I n det er min i n g conflicts wit h st udents or faculty about
l en di ng a baak to indus t ry, we solve the problem by buying the
baak fo r t he i ndustrial user. In doing this we learned that in
many cases , t he industrial liser has budget money for their
r es ea r c h , but they do not have funds to buy books or to send a
co ur ier o ut to get something . But they can call us up and we
wi l l hand l e t he work for them. We send them a bill for their
research , and they have by-passed the company rules and solved
t.he ir problems .
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We have in our country a problem about "f r e e libraries" which
occurred when Andrew Carnegie helped establish many public
libraries in the United States and followed a tradition that had
been created by Benjamin Franklin of "free access." To many
people in the United States, the idea is that everything about a
a library should be free, especially within universities.
It came as a blow at first to charge people, but we discovered
another thing. We discovered that our faculty and students
suddenly thought that the library (via its computers) could
offer them more than it had ever done before. Part of this was
because the fee established a "value" and the other part was the
wizardry of the computer. They woul d come up and ask us things
that they should have asked us all along. We would then go to
to the encyclopedia or to Chemica 1 Abstracts or to any
traditional reference tooI and give them the answer. They were
delighted and the business continued through the public
relations vehicle of the comput er .
In fact, I once had th e idea of creating a "wizard of o z"
machine. This would be a great television screen with a
keyboard in front of it in the lobby of the library. People
could go up to it and ask it any question. Meanwhile, sitting
behind would be a little librarian who could answer the
questions. There is a traditional mind-blocking concept in
people about how to get information from their library. And to
give one more illustration, when I used to speak to students
about using the library, 1 would hold up a $10 bill an d say
that I would give it t~ anyone who could answer my posed
problem correctly. I t l e n proposed, "Lf you are locked in a
room and can have any library tooI in that room with you (and it
can be any tooI including the whole card catalog), you will be
asked three questions in any field of your choice. What library
t oo L would you like?" In ol den days, students would say the
card catalog or encyclopedia. In modern times, they would like
a computer. I always feIt that the telephone was the correct
answer, because with the telephone we can reach anywhere to
find the answer .
Our creation of fee -based services for industry have provided
exactly that telephone a ccess for industry. They can call us
up. We are the magie b I ack box, the "wizard of oz" machine.
We answertheir questions in any form using, surely the computer,
and the various modern resources we have available to us.
Lehigh University
Prior to launching the service, a marketing survey was conducted
by interviewing local industrialists, businessmen, and other
professionals, as weIl as selected directors of corporate
libraries. Response from the sample interviewed was extremely
positive, and the decision was made to proceed. The directors
of Lehigh's research centers were also interviewed to determine
whether any overlap existed between services. Conflicts of
interest were attempted to be resolved at that juncture.
61

, and the
Analy sis was also made of libra ry lendi ng stati stics
ily on
heav
d
relie
who
users
rate
corpo
borro wing patte rns of
ent
segm
et
mark
te
opria
appr
the
With
Lehig h holdi ngs.
and
ed
select
were
ts
clien
tial
poten
of
group
ident ified, a small
l
appea
appro ached . It was decid ed, at that time, that a mass
a
e
handl
to
able
was neithe r desira bie nor would the librar y be
large volume of reque sts witho ut exper ience.
progra m.
Of the small sampl e interv iewed , 80% came into the
ation
inform
rate
corpo
ed
evelop
well-d
Clien ls run the gamut from
to
ces,
i
serv
very
deli
ent
docum
rily
prima
cente rs, who r equ i re
of
um
one-m an consu l ting firms , for whom a broad spectr
sens irefere nce servic es are provid ed. Lehigh is partic ularly
rate
corpo
its
tive to the conf iden tial inqu iries of
t
excep
ed,
releas
subsc ribers . Names of subsc r i bers are never
uding
incl
sts,
reque
All
t.
with the permi ssion of the clien
photoc opy reque sts are treate d as propr ietary .
follow ing
Among the marke ting mechu nisms to obtain clien ts, the
activ ities were used:
a varie ty
Talks were given by the librar y admini~tration ta
small
to
erce,
Comm
of
bers
of group s, from munic ipal Cham
, in
press
local
the
in
ted"
"plan
Artie les were
busine ssmen .
n
writte
were
les
artie
ted
selec
and
region al busin ess diges ts,
on,
additi
In
ties.
socie
l
ssiona
profe
few
for perio dicnls of a
rsity
artiel es appea red in Lehigh alumn i public ations and Unive ting
assis
s
newsp apers . Semin ars were given to local group
cipat ion
fledg ling entrep reneu rs settin g upbus iness es. Parti
in which
taken,
under
also
in region al techno logy "fairs " was
.
strated
online data base sea rchi ng was demon
Lehigh provid es a typica } array of servic es, rangil lg from:
docum ent
data base searc hes; curre nt-aw arene ss servi ces;
ral s;
refer
del i very; bi bLiog raphi c resea rch; trans Ia t i.o n
any
on
hops
locat ion refer rals to other insti tutio ns; works
the
ding
inclu
g,
aspec t of libra ry scien ce; cons uItin
includ ing
establ ishme nt of a corpo rate librar y; media servic es,
and audio
video
,
ration
prepa
produ ction such as g"aph ics,sl ide
taping , etc.
ed as
It was inter estin g to note that the servi ces claim
rch
resea
being impor tant by the interv iewee s in the marke t
and
By
.
ribers
study were, in fact, used minim al1y by the subsc
for
is
75%)
(over
large the great esl perce ntage of reque sts
search es.
docum ent delive ry, fol1ow ed by reque sts for data base
that
An impo rtant aspec t of Lehig h's servi ce is the fact
ity
nivers
non-u
other
over
e
servic
ity
prior
subsc ribers receiv e
mail;
ss
clien tele. Deliv ery is provi ded throu gh expre
telefa csimi le transm ission ; and perso nal messe nger.
per annum
Unlik e other insti tutio ns, Lehig h reque sts a $1,00 0
riber in
subsc
the
ta
ed
return
subsc riptio n fee, 60% of which is
farm
the
in
ed
return
is
which
of
the form of servi ces, and 40%
.
ction
colle
the
of
rt
suppo
of
farm
a
as
of librar y "prod ucts,"
62

For example, a subscriber may use $600 of the annual fee for
any service, ranging from data base searches through
translations. When this amount is depleted, the subscriber
adds an additional $500, to be used as a type of deposit
account. The other $400 are charged against the cost of a
library access card; a list of
Lehigh's serials holdings;
copies of monthly accessions lists; copies of other
bibliographic products automatically generated by the library.
The basic fee also includes the cost of quick reference
inquiries up to five minutes, for which there is no charge.
Built into the fee structure are hourly costs for services,
which include overhead costs. This portion of the fee changes
annually, in keeping with fees assessed by other information
services.
Lehigh does not maintain a separate department to handle the
requests from the information service subscribers, although
some part-time staff, paid out of information service income,
have been hired to handle administrative tasks, and to market
the service. Since the bulk of activity continues to remain in
document delivery, part-time student assistants, also paid out
of the income, assist the photocopy and paging function. Other
inquiries received are routed to the appropriate library
department for action.
As technology changes information
handling and delivery
patterns, similarly Lehigh looks toward changes in s er vi ce s t o
its clients. In 1985 Lehigh has introduced its online public
access catalog, and intends to provide dial-up access to its
information service clients.
In the next few years, Lehigh also anticipates that it will
develop a national marketing plan, with the expectation that
its alumni, scattered throughout the United States, may be
interested in selected a s pec t.s of its information service.
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